Organizations that compete for power in the market constantly looking for ways to overcome their rivals. Today's customers want to engage with the organization. Successful customer relationship management is one of the major competitive advantages that organizations can use to prevent the transmission of clients to other organizations deemed of operation. The degree to which an organization is able to maintain effective communication with their clients, more opportunities to offer more services to its business customers will offer. Considering the above study to evaluate the effect of the implementation of E-CRM on e-satisfaction and customer loyalty has paid electronically, users of the Mellat Bank's website. To collect information from the questionnaire with Cronbach's alpha was used validation. Respondents were customers and users of online services of the Mellat Bank's website. Survey research method -has been described. To analyze the data, descriptive and inferential statistical methods such as correlation analysis, Pearson and Spearman correlation coefficient and linear regression analysis using SPSS software is used. The results show that the implementation of E-CRM is a positive and significant impact on customer satisfaction and loyalty-mail. 
Introduction
Companies that constantly vie for power on the market "to find ways to overcome their rivals. Successful customer relationship management is one of the major competitive advantages that companies can take to prevent the transfer of customers to the company exploited certainties (Sculin et al., 2002) . The degree to which a company can maintain effective communication with their clients, more opportunities to provide more service and product to its customers will gain (Peine and fall, 2005) . While more or less onedimensional problems related to their performance using enterprise resource planning systems have solved, and now, with the election of customer relationship management systems, to improve their multi-dimensional functions in order to increase their value to customers focus (Anderson & Kerr, 2001) . Customer relationship management is able to reduce the gap between customers and organizations with customer loyalty, superior service, better information gathering and organizational learning, organizational strengthening (Cao and Clemez, 2004) . The main goal of CRM is to simply understand better the behavior of the customers in order to increase loyalty and benefits (Lee and Joshi, 2006) . Customer relationship management, in addition to maximizing customer satisfaction, strategic process for the formation of the interaction between a company and the company tells customers (Lin et al., 2005) .
It is clear that customer relationship management is a systemic issue, because marketing (such as relationship marketing, consumer behavior, etc.), system information (such as e-commerce, human-computer interaction,), management other deals (Anderson & Kerr, 2001) . In fact, customer relationship management all processes that organization to identify, select, promote, develop, retain, and serve customers to take (Lu, 2003) .
Customer relationship management systems help organizations maximize their ability to interact with their customers. This leads not only to improve the quality, but also increases the speed of response to customer needs (Anderson and Syrynavasan, 2003) and this concern is elevated corporate executives. Today customers expect that other companies do not like and quickly respond to customer needs is one of the Company's competitive advantage companies have to react and attention to the issue of e-CRM.
Mehdi Jamali, Mohammad Azimi Mehrabadi, Mohammad Pouri. RAD Vol.19, Special Edition, 2017, p.117-135 . Talk about electronic consent is subject of interest of many researchers .Anderson argued that satisfaction has a significant impact on loyalty and customer retention. Anderson and Sullivan (1993) claim that customer satisfaction experiencing a frank assessment now is that just a good feeling, indifference or feeling is bad. Dara (2002) argue that the ease of use and usefulness of online shopping combined with low economic costs, such as time and engaging for quality goods, price, afford paying the price and quality of service are the factors that affect customer satisfaction and ultimately form their priority. Anderson and Sullivan (1993); Fornell (1992) , inclusion and colleagues (1998), the importance of service quality as a prerequisite for customer satisfaction determined. (2000) reported that 68 percent of customers due to "poor service experience" along with other factors like price (10 percent) and disability (17%) do not go to the company in question. Classified as a result of various models of customer satisfaction following points should be considered:
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Feinberg and his colleagues
• Many studies have shown that if the design is not complex and easy to use it will lead to customer satisfaction.
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• Few studies such as the caliph and sand between the characteristics of E-CRM and transaction cycle and customer lifecycle to determine customer satisfaction.
• Many studies show that people with different goals, such as saving time,
convenience, entertainment or information and Internet use.
• Variety of products, price, and customer service and product warranty are important factors in generating customer satisfaction
• Security of online shopping is the main reason for keeping customer.
More studies loyalty as a purchase that product or service definition. Due to heavy competition and encouragement and a different price in the market, companies are looking for strategies that increase customer loyalty. Businesses on the Internet with major challenges such as seeking customers for the benefit of the price, data quality and compare prices face. Barry (1995 Barry ( , 2002 believes that "customer loyalty emphasis on natural interaction relationship between the market and can be a confirmation for the individual nature of the firm's commitment to customers" For many years, many efforts have been made to obtain a specific structure for loyalty. Researchers measure attitudinal and behavioral methods to identify and achieve their loyalty. Recently loyalty and support is seen to see repeated. Oliver (1999) says that "a permanent customer loyalty and a deep commitment to purchase or a product or service in the future is certain, namely frequent purchase of a brand, despite the effects of the market situation and the efforts that will change customer behavior ". In addition, Oliver (1999) for four steps of the loyalty were shown in Figure 1 below. 
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Harrigan and colleagues (2009) conducted a study to investigate the electronic customer relationship management activities in small and medium companies were Irish.
Findings confirmed that companies with a greater emphasis on international markets to take advantage of more of its electronic customer relationship management focus and profit from increased customer service and reduce the cost of business and increased sales and improved profitability varies.
Wang (2008) Sin (2005) 
Goals
The main objective:
Its website features and user satisfaction with e-customer loyalty.
Secondary objectives:
The first sub-goal: Effect of E-CRM features before you buy the e-customer satisfaction.
Sub-goal II: Effect of E-CRM features when buying consumer electronics satisfaction.
The third sub-objective: To evaluate the effect of the characteristics of E-CRM electronic customer satisfaction after purchase.
Sub-goal IV: The effect of satisfaction on loyalty e-mail.
The purpose of sub-V: Effect of E-CRM features before buying the loyalty of consumer electronics.
The purpose of sub-Six: Effect of E-CRM features when buying the loyalty of consumer electronics.
The purpose of seventh sub: Effect of the characteristics of E-CRM electronic after buying the loyalty of customers.
Material and Methods
The study objective is applied, because in order to develop practical knowledge in the field of modern marketing management is carried out and in terms of data collection, descriptive and correlational, because the relationships and the influence of independent variables with variable or dependent variable (customer loyalty) will pay.
The population of this research were customers and users of Mellat Bank's website. The assessment tool was questionnaire variables. In order to study and data analysis methods and statistical techniques were used in this study. The first data in Excel analyze research data using any of the questions or assumptions are bidirectional correlation coefficient was used.
It is noteworthy that the hypotheses of the study includes "test the relationship between satisfaction and loyalty Online" and "Online test the relationship between the ECRM and loyalty" of multiple regression analysis were used.
Results 3.3% of subjects less than one hour, 25% between 1 and 2 hours and 18.6% of 2 to 3 hours of Internet use, according to the results, 25% of participants 3 to 5 hours and 21.9%
of participants more than 5 hours your daily spending using the internet. 6.1% of participants did not respond to this question. It should also be noted that all respondents shop online, receive news and using social networks as one of the reasons for their use of the Internet and expression. 
Página127
Using correlation analysis to study the relationship between the manufacturers made an initial contact. This type of communication or correspondence between productive factors can be correlation coefficients for two-way constructive elements used.
In the following correlation matrix, correlations Points for each factor is given manufacturer. Table 6 below shows the correlation between the underlying constituents of hypotheses.
Mehdi Jamali, Mohammad Azimi Mehrabadi, Mohammad Pouri. RAD Vol.19, Special Edition, 2017, p.117-135 . 
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Regression: Testing the relationship between satisfaction and loyalty online Multiple regression analysis using software Spss15 were used to investigate the relationship between satisfaction and loyalty online of users of the Mellat Bank's website.
Online satisfaction is the independent variable and the dependent variable online loyalty of the Mellat Bank's website. Tables (7, 8, 9 and 10) show analysis of the relationship between satisfaction and loyalty online. The regression analysis also found that the relationship between satisfaction and loyalty online degree is verifiable by 95%, (P <0.05).
Also, the value of R2 adjusted 0.792 the value of the relationship is also significant indicator, the results also found that online loyalty of the Mellat Bank's website can be explained with satisfaction online. The main hypothesis of the study is confirmed (Table   7 ). 
E-CRM after Purchase
As noted in 
Conclusion
The final results of the evaluation of hypotheses presented in Table 17 . 
Confirmed
There is a direct relationship between the characteristics of E-CRM and loyalty when buying consumer electronics .
Second Sixth Subhypothesis
Confirmed
There is a direct relationship between the characteristics of E-CRM and e-loyalty customers after purchase .
Second Seventh Subhypothesis
Among the main elements of the website features before you buy, three features of web design, search capabilities and loyalty programs associated with user satisfaction and loyalty are positive and significant.
Among the main elements of the website features when buying, two privacy / security and payment methods associated with user satisfaction and loyalty are positive and significant.
Among the main elements of the website features after the purchase, three properties on-time delivery, and after-sale follow-purchase significant positive correlation with user satisfaction and loyalty of their users.
In summary, it can be concluded that the effect of the surface features of the website user satisfaction depends on user loyalty. A comprehensive process of recruiting and customer relationship entirely online will not be effective unless organizations active 
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in the field of user satisfaction and loyalty they understand the importance and necessity of the web design and other features important and effective steps to adhere.
As is clear from the statements of the research, to gain online, online loyalty and establishment of electronic customer relationship management and knowledge and confirmed the following provisions:
• Web Design
• Search capabilities
• Loyalty program implementation
• Respect for personal privacy protection
• Offers a variety of secure payment methods
• Orders tracking
• Timely delivery of orders
• Quality Customer Service
It should be noted that the main limitation of this study is the large number of questions. On the one hand are the lack of detailed and proper investigation about customer e-satisfaction.
